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A B S T R A C T 
This p a p e r r e p o r t e d on the effect of Specialty A d v e r t i s i n g on consumer 
b e h a v i o u r as an a d v e r t i s i n g m e d i u m and its comparison w i t h other media. 
The c h a r a c t e r i s t i c s of the m e d i u m on its strength of retention of 
a d v e r t i s i n g m e s s a g e and its effect on b u i l d i n g up goodwill will be 
studied. A t the same time, the comparison of m e d i u m w i t h other media on 
the d e g r e e of confidence, favourableness and reliance of the respondents 
w i l l be e x a i m i n e d . 
T h r o u g h the study, the researcher w o u l d like to explore whether the 
m e d i u m is an effective advertising m e d i u m and in what way, h o w is its 
c o m p a r i s o n w i t h other m e d i a and h o w to make effective application of the 
m e d i u m in the coimnercial world. 
The r e s e a r c h was c a r r i e d out in questionaire approach. Judgement 
samples of 635 from v a r i o u s indusries were chosen and 137 questionaires 
w e r e returned. The m a j o r i t y of the samples are of m a n a g e r level up and 
w i t h s u b t a n t i a l w o r k i n g experience. Thus the result can reflect to a 
c e r t a i n degree the v i e w of executives in Hong Kong. 
R e s u l t s i n d i c a t e d that Specialty A d v e r t i s i n g is an effective m e d i u m for 
b u i l d i n g up the company name into the m e m o r y of the targets. It is also 
a suitable tool for expressing thank for patronage to your customers. 
• • • 111 
It is particular suitable for company with identiafiable target base 
which is not too large. It is quite similar to Direct Mailing and Fax 
Advertisement in some ways. Rather than working indvidually, 
Specialty Advertising can cooperate with these two media to acheive 
better result. 
Finally, in the recommendation, some importants points to be noted in 
order to have effective application of the medium in the commercial 
w o r l d have b e e n discussed. 
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What is Advertising 
According to 'Advertisng Principles and Practice' by William Wells, John 
Burnett and Sandra Moriarty, 
'Advertising is paid nonpersonal communication from an identified 
sponsor using mass media to persuade or influence an audience.‘ 
The effectiveness of advertising greatly depends on their degree of 
influence on the following psychological aspects of the audiences:-
Perception 
That is, h o w the message of the advertisement can be received by the 
audience. This concerns the foillowing factors:-
Exposure 
This refers to how the message can be seen by the target. 
2 
A t t e n t i o n 
The advertisement requires certain kind of stopping power, that is, the 
power to trigger the mind of the target. 
Awareness 
Awareness implies that the message has made an impression on the target, 
who can subsequently identify the advertiser or product. 
Impact 
This refers to the ability of the advertisement to induce the target to 
focus sharp attention on the message. Awareness is a low-level of 
impact. 
Cognition 
Cognition refers to a conscious mental effort to understand the 
information being presented. The cognitive effects of a message lie in 
interest, knowledge and memory. First we find ourselves interested in 
some piece of information, then we learn something about it, then we 
file it away in our memory. 
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The m o s t i m p o r t a n t aspect of c o g n i t i o n is memory, that is, h o w the 
m e s s a g e gets l o c k e d into the target's mind. Some of the m a j o r 
t e c h n i q u e s are：-
1. R e p e t i t i o n 
2. U s i n g slogans or taglines 
3. U s i n g logo or signature as a quick reminder 
4. D e v e l o p i n g some k e y v i s u a l image and b u i l d i n g up the message around 
this image. 
Persuasion 
In a d d i t i o n to p r o v i d i n g information, advertisments must persuade people 
to b e l i e v e or do something. A persuasive message will try to establish, 
r e i n f o r c e or change an attitude, b u i l d an agrument, touch an emotion, or 
a n c h o r a c o n v i c t i o n firmly in the prospect's b e l i e f structure. 
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What is Specialty Advertising 
Specialty Advertising is the advertising / sales promotion medium which 
utilises useful objects to carry the advertiser's name, address and 
advertising message to a target audience. These items, referred as 
A d v e r t i s i n g Specialties, are distributed without obligation to clients, 
prospective clients, employees or other groups the advertiser seeks to 
reach the message. 
According to 'Specialty Advertising : New Dimensions in Creative 
Marketing' b y George L. Herpel and Steve Slack and 'Specialty 
Advertising in Marketing' by George L. Herpel and Richard A. Collins, 
the m e d i u m has the following characteristics:-
Targetability 
In contrast to other advertising media, Specialty Advertising can target 
to the special market segment that the company is aiming at because 
those people to which the advertising specialties are distributed are 
carefully selected to be belong to that segment. 
5 
It w a s also p o i n t e d out in 'Ad Specialties' b y Seeling, Pat in Volume 
163 (Feb 1989) of Incentive M a r k e t i n g that the m e d i u m was tended to be 
h e a v i l y u s e d b y those companies w h i c h h a d easily identifiable consumers 
w h o s e b u y i n g traits w e r e r e a d i l y d e t e r m i n e d through direct contact. 
A p p e a l s 
A l o n g w i t h c o n c e p t of Targe tab ility, the advertiser can send the 
a d v e r t i s i n g m e s s a g e d i r e c t l y to the target potentials. The m e d i u m has 
the e f f e c t o f p e r s o n a l appeal in the following ways:-
1. The a d v e r t i s i n g s p e c i a l t y is d i r e c t e d to the sentiments or emotions 
o f the r e c i p i e n t . The gift is intended to b u i l d a feeling of 
g o o d w i l l on the p a r t of the receiver toward the giver. We might 
c o n s i d e r the A d v e r t i s i n g Specialty a form of flattery, where the 
a d v e r t i s e r is d e m o n s t r a t i n g to the p e r s o n who has b e e n p r e s e n t e d with 
the gift that his p a t r o n a g e really counts, that he is a p e r s o n h e l d 
in great e s t e e m b y the p r o m o t i n g company. 
2. P e r s o n a l i s a t i o n is y e t another important aspect of Specialty 
A d v e r t i s i n g . A l m o s t always the imprint on the items identifies the 
s p o n s o r b y c o m p a n y name, logo and / or address. But often items are 
also p e r s o n a l i s e d to include the name of the recipient. The ultimate 
p e r s o n a l i s a t i o n is to h a n d deliver the item to the recipient. 
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In the 'Advertising Specialties' by Seeling, Pat in Volume 162 (Feb 
1988) of Incentive Marketing, there was also discussion about the 
appealing effect of the medium saying that it could help prolong 
interest and convey a message that heightens the effectiveness of 
m o t i v a t i o n effects. 
Repeated Exposure and Retention of the Advertising Message 
In most cases, Advertising Specialties are retained by the targeted 
recipient for a period of time (comparatively long with other media), 
increasing the exposure of the advertiser's message. 
Cost Effectiveness 
Due to the characteristic of Targetability, the medium can reach 
selected target audience while incurring little or no wasted 
circulation. Besides, the company can easily measure the cost spent on 
each target. 
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Applications of the Medium 
The m e d i u m has wide applications in different occasions. From ‘Shining 
Examples' b y Specialty Advertising Association International (Note 1), 
one can find a number of successful Specialty Advertising promotions 
during 1982-83 in United States. These includes:-
1. Internal Promotion 
2. Dealer/Professional Marketing Promotion 
3. Consumer Marketing Promotion 
4. Industrial/Agricultural Promotion 
5. Multiple Audience Promotion 
6. Not-for-Profit Promotion 
8 
Note 1 ： Specialty Advertising Association International was formed in 
April 1965 in United States. 
While a majority of the Association's member firms are located 
in United States, membership also includes firms in Canada and 
throughout the world. These companies are Suppliers and 
Distributors of Specilaty Advertising. 
The purpose of the Association is to promote the general 
welfare of the Specialty Advertising Industry; to improve its 
service to the public； to disseminate information about the 
industry; to cooperate with government officials in the 
interest of nation, state and local welfare； and to engage in 
such other lawful trade association activities as the Board of 
Directors may determine. 
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Purpose of this Study 
A l t h o u g h Specialty Advertising is viewed by the people working in this 
industry as an advertising medium, it is quite different from the other 
more common media like T.V. and Newspaper. In fact, many people do not 
consider this as an advertising medium at all. In view of the fact that 
the use of Specialty Advertising becomes more and more popular in Hong 
Kong, it is worth to have study on this special medium. The purpose of 
this study is:-
1. To Study the Effect of Specialty Advertising on Consumer Behaviour as 
an Advertisng Medium. 
In such aspect, we shall concentrate on the following areas:-
a. To study the Strength of Retention of Advertising Message of 
Specialty Advertising. 
We are trying to determine the ability of recipients ot recall the 
Advertising Specialties received, the advertisers and the 
advertising message (if any). This is related to the 
psychological aspect of Advertising - Perception and Cognition, 
that we have discussed before (Note 1). 
10 
t 
Note 1 : James F. Engel, Roger D. Blackwell, Paul W. Miniard. 
Consumer Behaviour. The Dryden Press International 
Edition, 1990. 410-412. 
William Wells, John Burnett, Sandra Moriarty. 
Advertising Principles And Practices. Prentice-Hall 
International Editions. 1989. 192-203 
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b. To Study the Effect of Specialty Advertising on building up 
goodwill of the advertiser and reciprocity (Note 1) in the target 
audiences. 
That is, we would like to examine the effect of the medium on 
'Persuasion'. 
2. To compare Specialty Advertising with other popular advertising media 
We shall examine the degree of confidence, favourableness and 
reliance of the respondents towards different media. 
To achieve the above objectives, a survey will be carried out, the 
details of which will be discussed in Chapter II. The result of the 
survey will be presented in Chapter III with the discussion in Chapter 
IV. Finally, limitations of the research will be discussed in Chapter V 
and recommendations will be made in Chapter VI. 
Note 1 ： Reciprocity refers the effect of Specialty Advertising on 
creating an obligation on the recipient to reciprocate. 
Carl-Magnus Seipel 
Premiums - Forgetten by Theory. Journal of Marketing. 
Vol 35 . April 1971. 26-34. 
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C H A P T E R II 
M E T H O D O L O G Y 
This s t u d y is to investigate the Effect of Specialty A d v e r i t i s i n g on 
C o n s u m e r B e h a v i o u r as an A d v e r t i s i n g M e d i u m and its Comparison w i t h 
o t h e r m e d i a . 
R e s e a r c h Design 
E x p l o r a t o r y R e s e a r c h approach (Note 1) was adopted and the following 
h y p o t h e s e s w e r e set up:-
1. The a d v e r t i s e r s of Specialty A d v e r t i s i n g can be long remembered. 
O u r d e f i n i t i o n for long remembrance is that the recipients can recall 
the a d v e r t i s e r ' s name after a p e r i o d of 3 months counting from the 
r e c e i p t of the Specialty items. 
2. S p e c i a l t y A d v e r t i s i n g can b u i l d up reciprocity in the recipients. 
N o t e 1 : G i l b e r t A. Churchill, Jr. 
M a r k e t i n g R e s e a r c h M e t h o d o l o g i c a l Foundations. 
The D r y d e n Press International Edition. 1987. 
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3. Speciatly Advertising can build up goodwill of the company in the 
recipients. 
Data Collection Format 
A questionaire as shown in Appendix 1 was set up. The design of the 
questionaire is based on the following two important criteria:-
1. The questions must be easy to answer. Therefore, majority of the 
questions just require the respondent to tick a choice. 
2. In designing questions relating to our hypothesis, that is, in 
considering what factors are relating to our hypothesis, the 
researcher based on the point of view of the experienced people 
w o r k i n g in the field. The researcher has worked in the field of 
Specialty Advertising for over 5 years and also there was interview 
w i t h the colleagues of the researcher. Reference has also been made 
to related surveys b y the Specialty Advertising Association 
International Association (Note 1). Basically, the questionaire is 
divided into 2 Sections as follows:-
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N o t e 1 ： Do T h e v R e m e m b e r Y o u W h e n It^ s Time to Buy? Pamphlet b a s e d on 
Schreiber & Associates research. Irving, Tex. Specialty 
A d v e r t i s i n g A s s o c i a t i o n International. 1982. 
H o w B u s i n e s s p e o p l e React to Specialties 
R e s e a r c h done b y Specialty A d v e r t i s i n g A s s o c i a t i o n 
International. 
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a. Section 1 is designed to collect the attitudes of the those people 
who have received advertising specialties before. The section can 
be b a s i c a l l y divided into the following parts:-
i. Questions 2-8 are for studying Hypthosis (a)• 
ii. Questions 12-14 are for studying Hypothesis (b). 
iii. Questions 16-19, 22 are for studying Hypothesis (c). 
iv. Questions 23-27 are for comparison of Specialty Advertising 
with other media. 
V. Questions 15, 20 and 21 are to study the points we have to 
note w h e n using Advertising Specialty. 
b. Section 2 is to collect the demographic characteristic of the 
respondents. 
In measuring the attitude of the respondents, the questions were set 
w i t h a semantic differential scale. Five-points scales were employed 
w i t h the ends of the scale decribed by wordings of opposite meaning. 
Each point on the scale is assigned a number from 2,1,0,-1 and -2 from 
left to right. 
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In order to avoid the tendency of the respondents to choose one side of 
the scale without careful consideration, the poles were varied between 
scale, that is, for some questions, the left hand pole is 'Agree' while 
for the other questions, the left hand pole is 'Disagree' . No matter 
h o w the v a r i a t i o n of the poles is, the scale was designed in the way 
that the positive value supports our hypothesis. 
Sampling 
The questionaire is mainly to study the attitudes of those who have 
received Advertising Specialties before. Judgment Sampling approach 
(Note 1) was adopted and the selected samples basically fall into the 
following 2 catalogues:-
1. Those industries in Hong Kong in which the people working receive 
Advertising Specialties quite often. The selection is based on the 
w o r k i n g experience of the researcher. The following categories were 
selected from the Business Directory of Hong Kong 1990:-
Note 1 : Gilbert A. Churchill, Jr. 
Marketing: Research Methodological Foundations 
The Dryden Press International Edition. 1987 
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a. A d m i n i s t r a t i o n Manager of all Airlines in the abovementioned 
Directory (48 were selected). 
b. A d m i n i s t r a t i o n Manager of medium to large Computer Services 
Company (42 were selected). 
c. M a n a g e r of medium to large Architect, Designers & Engineers Firms 
(56 were selected). 
d. Managers of Travel Agents operating outbound tours (155 were 
c selected). 
e. Purchasing Manager of all Hotels in the abovementioned Directory 
(60 were selected). 
2. Selection from the customer base of the company the researcher is 
w o r k i n g and its associate (274 were selected). We shall classify 
this into the catagory 'Other' in our data analysis and 
interpretation. In selecting such samples, the respondents may work 
in the fields specified in (i) to (iv) as above but care has been 
taken to avoid sending duplicated questionaires to the same target. 
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Data Collection Method 
The questionaires were sent out by airmail together with two covering 
letters using University Letterhead, one signed b y the adviser and the 
other b y the reseacher to explain the objective of the research. 
Besides, a self-addressed envelope with stamp was also included. All 
these were intended to increase the response rate of the questionaire. 
r 
The questionaires were sent out in February 1992 and 2 weeks were 
allowed for response period. 
Data Analysis and Interpretation 
The data was collected and put into the computer for analysis. For each 
question, the frequency of response for each choice was noted and 
expressed as a percentage of the total response. 
Due to the round up effect, the total sum of the frequencies for each 
question m a y not be equal to 100 exactly. 
For data presentation and comparison, Simple Tabulation will be used. 
19 
CHAPTER III 
DATA ANALYSIS AND INTERPRETATION 
Return Rate of Questionaires 
Totally, 635 questionaires were mailed out and the following numbers 
were returned:-
Type of Number Number Response 
Industry Sent out Returned Rate 
Airline 48 5 10 
Computer 42 10 24 
Architects, 56 11 20 
Designers and Engineers 
Travel Agent 155 20 13 
Hotel 60 13 22 
Other 274 78 28 
635 137 22 
There was an overall response rate of 22% which is considered to be 
satisfactory. 
港 中 文 大 學 園 省 耗 蔽 
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O f the returned questionaires, the following is a general analysis:-
No. % 
No. of Respondents that have received 106 77 
advertising specialties before 
No. of Respondents that have not received 28 20 
advertising specialties before 
No. of v o i d e d questionaire 3 2 
Due to the fact that the response number for each industry in absolute 
count (except that for the category 'Other') is not large, we will not 
have analysis for individual industry. Rather, the data will be viewed 
as a whole. As the respondents are from various industries and majority 
are manager level of the company, the data can be a respresentative 
sample of the attitude of executives in Hong Kong towards Specialty 
Advertising. 
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R e c i p i e n t R e c a l l of the A d v e r t i s e r 
F r o m T a b l e 3.1 and Figure 3.1.1, we can see that 89% of the respondents 
that h a v e r e c e i v e d A d v e r t i s i n g Specialties have kept some of the items 
o n the w o r k i n g d e s k or personally. The average n u m b e r of such items is 
“ (27% of the average n u m b e r of A d v e r t i s i n g Specialties received b y the 
r e s p o n d e n t s each year). These items should gain quite subtantial 
r e p e a t e d e x p o s u r e to the recipients as they are w i t h i n close reach of 
the r e c i p i e n t s . 
B e s i d e s , 86% of the respondents that have received A d v e r t i s i n g 
S p e c i a l t i e s b e f o r e h a v e k e p t the items on the w o r k i n g desk or personally 
for over 3 m o n t h s . A m o n g these respondents, 82% can recall name of the 
a d v e r t i s e r . This supports our hypothesis (a), that is, the advertiser 
of the S p e c i a l t y A d v e r t i s i n g can be long remembered. 
H o w e v e r , one p o i n t to be n o t e d is that of those respondents who have 
r e c e i v e d A d v e r t i s i n g Specialties w i t h advertising message other than the 
a d v e r t i s e r ' s name, only 24% can recall the advertising message. 
T h e r e f o r e , it seems that Specialty A d v e r t i s i n g is not a suitable m e d i u m 
for c a r r y i n g long message. (Please refer to Figure 3.1.2). 
22 
Building UP of Reciprocity 
From Table 3.2 and Figure 3.2, it can be seen that 47% of the respondent 
were on the positive side of the scale while 32.7% were on the negative 
side. Therefore, this supports our hypothesis (b)• That is, Speciatly 
A d v e r t i s i n g can build up reciprocity in the recipients. 
One point that is worth to be noted is that for Question 13, the 
percentage of respondents on both side of the scale is about the same. 
It can be concluded that Specialty Advertising will have influential 
effect w h e n y o u have comparable product or service with your competitors 
(as seen for Question 14) . It cannot be treated as a separate benefit 
of the product or service. 
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B u i l d i n g UP of Goodwill 
F r o m T a b l e 3.3 a n d Figures 3.3.1, it can be seen that 48.3% of the 
r e s p o n d e n t s are on the p o s i t i v e side w h i l e 34% are on the negative side. 
In such case, it seems that h y p o t h e s i s (c) is supported, that is, 
S p e c i a l t y A d v e r t i s i n g can b u i l d up goodwill of the company. 
H o w e v e r , w h e n w e e x a m i n e d in more details, we found that there is no 
o b v i o u s p o s i t i v e support for the h y p o t h e s i s for Questions 16 & 17• For 
Q u e s t i o n 17, the n e g a t i v e side is even w i t h slightly greater support 
(43% o n n e g a t i v e side, 40% on the positive side). O n the other hand, 
there is a strong p o s i t i v e support for Q u e s t i o n 18 (66% on positive, 23% 
o n n e g a t i v e side) . The c o m b i n e d analysis for Q u e s t i o n 16 and 17 is 
s h o w n in Figure 3.3.2 (the average frequency of response for each of the 
5 - p o i n t s scale for Q u e s t i o n 16 and 17 are shown in the above figure). 
As a result, we cannot conclude that Specialty A d v e r t i s i n g can b u i l d up 
g o o d w i l l of the company. However, we can conclude that it is well 
a c c e p t e d that g i v i n g A d v e r t i s i n g Specialties is a suitable w a y for 
e x p r e s s i n g thanks to your customers. 
F r o m T a b l e 3.4, it can be concluded that Specialty A d v e r t i s i n g does not 
h a v e b a d influence of the goodwill of the company as one m a y think the 
g i v i n g of A d v e r t i s i n g Specialties is included in the price to the 
c u s t o m e r s . 
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Comparision with Other Media 
From Table 3.5 and Figures 3.5.1 to 3.5.7, we can see that in building 
up a favourable impression towards the advertiser, Specialty Advertising 
does not have advantage over the popular mass media like Television, 
Radio, Magazine and Newspaper. However, it does have some edge in this 
aspect over the media like Direct Mail, Fax Advertisement and Yellow 
Pages. This may be due to the fact that companies receive too many junk 
fax and mail each day. 
Q u e s t i o n 24 is designed mainly to see which advertising media is better 
in b u i l d i n g up the company image. From Table 3.6 and Figures 3.6.1 to 
3.6.7, we found that T.V. , Magazine and Newspaper are very powerful tool 
w h e n compared with Specialty Advertising. 
W h e n we look through Table 3.7 and Figures 3.7.1 to 3.7.3, we can note 
the following points:-
1. Newspaper and Magazine are the most important product information 
soruce. 
2. In sourcing personal items instead of office-related items, the 
importance of T.V. increases. This can explain why a lot of the 
consumer product advertise in the T.V. 
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3. W h e n l o o k i n g for more d e t a i l e d information, the respondents will look 
for sales p r e s e n t a t i o n b y salesman , M a g a z i n e or Direct Mail. Direct 
M a i l b e c o m e s m o r e important in this aspect b e c a u s e normally, the 
D i r e c t M a i l includes catalogues of the product, w h i c h provides 
d e t a i l e d p r o d u c t information. 
W h e n w e look through the standard deviations of the data, we found that 
it is quite h i g h p a r t i c u l a r l y for questions 25 and 26. This is due to 
the fact that the total n u m b e r of data is not large enough and thus it 
a f f e c t s the a c c u r a c y of the result. Nevertheless, it can reflect to a 
c e r t a i n degree the relative positions of the different media. 
A n o t h e r important p o i n t the researcher found in the data analysis is 
that m a n y r e s p o n d e n t s chose 'Referral b y Friends‘ as a choice other than 
those l i s t e d in the question. M a n y even chose this as the m o s t 
i m p o r t a n t choice. A l t h o u g h after calculating the average, its rank is 
n o t so h i g h b u t this is due to the fact that this is not listed as a 
s t a n d a r d choice in the q u e s t i o n and m a n y respondents just forgot about 
this choice. As a conclusion, this should be considered as a important 
p r o d u c t source. 
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Points to be n o t e d in u s i n g Specialty A d v e r t i s i n g 
For q u e s t i o n s 15, 20 and 21, we are trying to find out the points we 
h a v e to n o t e in u s i n g Specialty Advertising. 
F r o m T a b l e 3.8, we can reach the following conclusions:-
1. T h e r e is n o t a strong positive support that the recipients will 
c o r r e l a t e the service or p r o d u c t of a company w i t h the quality of 
their A d v e r t i s i n g Specialties. However, there is still 37% of the 
r e s p o n d e n t s on the p o s i t i v e side w i t h 10% who will correlate 
strongly. Therefore, the advertisers should take this point into 
c a r e f u l l c o n s i d e r a t i o n in p l a n n i n g Specialty Advertising. 
2. In general, there is no strong support that the recipients will 
e x p e c t r e g u l a r giving of A d v e r t i s i n g Specialties. However, still 23% 
o f the r e s p o n d e n t s on the positive side. This m a y depend on whether 
the items are u s e d in line w i t h a special p r o m o t i o n or as a thank you 
for p a t r o n a g e at the year end or special festival. Anyway, the 
a d v e r t i s e r should take into carefull consideration because even 23% 
of the customers feel b a d w i l l be a disaster for the company！ 
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3. There is a strong support that the recipients will consider the value 
of the Advertising Specialty reflects the degree of their importance 
to the advertiser. 
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How to make the Specialty Items be Impressive 
In analysing the data for question 9, we found that only 40 people have 
received impressive Advertising Specialties in the past 12 months, which 
only amounts to 38% of the total respondents. This reflects that 
although using Advertising Specialties is quite popular in Hong Kong 
(from data in Table 3.1, average number of Advertising Specialties 
received b y the 106 respondents are 15 pieces) , the companies using them 
have not paid enough attention on how to make the medium more effective. 
To gain some insight into how can the Specialty Items be made more 
impressive, we can analyse the data for question 10. We found that for 
the abovementioned 40 people, they considered the following factors can 
make the items impressive:-




Unique Design 38 
M u l t i - F u n c t i o n 13 
Personalised 15 
Subtantial Value 10 
Other 3 
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It can be seen that the important factors that impress the recipients in 





Demographic Characteristics of the Respondents 
The summary of the data is shown in Table 3.9. The following points are 
w o r t h to be noted:-
1. 95% of the respondents are older than 25 and 86% are of manager grade 
or above. In such case, our sample of respondents are mainly of 
executive with subtantial working experience. 
2. The companies 73% of the respondents are working are using 
Advertising Specialty. This can reflect the popularity of the medium 
in Hong Kong. 
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Summary of Findings 
1. The A d v e r t i s e r of the Specialty A d v e r t i s i n g can be long remembered 
b u t the m e d i u m is not v e r y suitable for carrying long message. 
2. S p e c i a l t y A d v e r t i s i n g can b u i l d up reciprocity in the recipients. 
H o w e v e r , this only has effect w h e n y o u have competitive product or 
service. This also goes along w i t h the important concept that 
A d v e r t i s i n g can introduce the product to the customers b u t it cannot 
‘change‘ the p r o d u c t . 
3. T h e r e is no strong support that Specialty A d v e r t i s i n g can b u i l d up 
g o o d w i l l of the company. However, it is a suitable tool for 
e x p r e s s i n g thanks to your customers. 
4. In b u i l d i n g up the company image, T.V. , Magazine and Newspaper are 
m u c h p o w e r f u l than Specailty Advertising. 
5. In general, M a g a z i n e and Newspaper are the most important sources for 
p r e l i m i n a r y p r o d u c t sourcing. W h e n people want to get more detailed 
information, they w i l l turn to Direct Mail (for catalogues) or 
S a l e s m a n Presentation. 
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6. In using Specialty Advertising, the advertiser shall carefully 
consider whether it is planned as a regular event or Just a special 
promotion. Also attention must be paid to avoid wrong expectation 
from the customer. 
7. In choosing items for Specialty Advertising, it is better to be in 
line w i t h the quality of the product or service of the company. 
8. The value of the items for Specialty Advertising to certain extent 
reflects the degree of importance of the recipients to the 
advertiser. 
9. A l t h o u g h the respondents received a lot of Advertising Specialties 
each year (average number is 15), only 40% expressed that they have 
received impressive items. The factors that can impress the 







Specialty Advertising is a quite special advertising medium in the sense 
that m a n y people will not consider it as a medium at all. Nevertheless, 
Specialty Advertising can perform very well in certain role of 
advertising. 
Perception 
As discussed before, Advertising is paid nonpersonal coimnunicaton from 
an identified sponsor using mass media to persuade or influence an 
audience. 
Therefore, the first step is how to make the recipient perceive your 
message. 
Although Specialty Advertising is not a mass media, it is a highly 
targeted medium, that is, the one the advertiser gives the item is the 
one he targets to influence or persuade. 
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From the study, it is found that majority of the recipients have kept 
the Advertising Specialties on his/her working desk or personally, of 
w h i c h m a n y have b e e n kept for over 3 months. Therefore, the message on 
the items have continuous exposure to the recipients for 3 months! This 
is quite difficult or very expensive to be achieved by other media. 
One m a y argue that even the messages can have continuous exposure to the 
target, they are just not awared by the target. In our study, 82% of 
the respondents can recall name of the advertisers of the items that 
they have kept for more than 3 months. 
On the other hand, like the other media, Specialty Advertising also has 
the problem of h o w to keep awareness of the target. As seen from our 
study, not many respondents (24%) can recall the advertising message on 
the items. Obviously, the medium is not good for carrying long message 
and it is also limited b y the available space on the items for printing 
the message. 
To have strong effect of the advertising, it is better to use the medium 
to carry short message (a strong slogan or taglines)• The medium is 
v e r y strong in building the name of the advertiser into the the memory 
of the target due to its high targetability and strong exposure. 
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H o w e v e r , the e f f e c t i v e n e s s of the m e d i u m h i g h l y depends on the choice of 
the S p e c i a l t y Items as it can be seen from our study, on average, the 
r e s p o n d e n t s receive 15 items each y e a r and they only keep w i t h them 
a r o u n d 4 items (27%). Therefore, 63% of the advertisers w i l l waste 
their effort. 
In c h o o s i n g the Specialty Items, the advertiser should p a y attention to 
the f o l l o w i n g points:-
1. U s e f u l n e s s 
2. A t t r a c t i v e n s s 
3. Q u a l i t y 
Cognition 
As d i s c c u s s e d above, Specialty A d v e r t i s i n g is not strong in carrying 
d e t a i l e d information. For product introduction and information, people 
w i l l r e l y o n N e w s p a p e r and M a g a z i n e as can be seen from our study. 
H o w e v e r , it is a p o w e r f u l tool to gain exposure to the target. In 
s i t u a t i o n w h e n we w a n t to emphasis certain aspect of the product or 
service, if we can link up w i t h a strong slogans or taglines, we can 
u t i l i s e the Specialty Items to have continuous exposure to the target 
a n d thus b u i l d up m e m o r y in the target. 
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P e r s u a s i o n 
One o f the important role of the advertising is to change the attitudes 
a n d o p i n i o n s of the target into the desired mode of the advertiser. In 
the final end, of course, is to persuade the target to purchase the 
a d v e r t i s e r ' s p r o d u c t or service. 
The S p e c i a l t y A d v e r t i s i n g is different from other m e d i a in that the 
t a r g e t c a n receive c e r t a i n real b e n e f i t (the Specialty Items) no matter 
h o w small it is. As seen from our study, Specialty A d v e r t i s i n g can 
b u i l d up r e c i p r o c i t y in the recipients. That is, it w i l l induce the 
r e c i p i e n t s to c o n s i d e r the advertiser's product or service. However, as 
p o i n t e d out in p r e v i o u s discussion, this also depends on w h e t h e r the 
a d v e r t i s e r ' s p r o d u c t is competitive or not. In case of comparable 
p r o d u c t or service, the m e d i u m certainly presents an additional edge. 
B e s i d e s , a l t h o u g h there is no strong support that Specialty A d v e r t i s i n g 
c a n b u i l d up goodwill of the company, it is considered as a suitable way 
of e x p r e s s i n g thank y o u for patronage. In other words, while 
a d v e r t i s i n g the name of the advertiser, it is also u s e d as a tool to 
m a i n t a i n the r e l a t i o n s h i p w i t h customers. 
T h e r e f o r e , the m e d i u m is quite good at b u i l d i n g up likability (positive 
a t t i t u d e ) of the target and also attacking their emotional aspect. 
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In the study on the sources of product information, it has been pointed 
out that 'referral b y friends' is quite an important source. Therefore, 
to m a i n t a i n positive attitude of target is very important for the 
further marketing of the company. 
W h e n we consider to build up the company image, obviously the medium 
w o u l d not be a good choice as concluded from our previous analysis. In 
such case, the T.V., Newspaper and Magazine would be a powerful tool. 
Comparison with Other Media 
As seen from the data analysis, Specialty Advertising is quite different 
from the media like T.V., Newspaper, Magazine and Radio. The latter are 
mass media and are comparatively strong in building up the company 
image. 
For the Specialty Advertising, rather than a mass media, it is a 
targeted medium. The targets the company sends Specialty Items are 
those the company intends to influence. The target base cannot be too 
large otherwise it is extremely expensive to reach all such targets. It 
is quite similar to Direct Mail and Fax Advertisment in the following 
ways:-
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1. All of the three media are working for identifiable targets but not 
too large in number. 
2. These media only concentrate on working for the advertisers while for 
the mase media like T.V., Radio, Newspaper and Magazine, the 
advertiser is also competing with other advertisers using the same 
medium. 
A comparison of the three media is shown in Figure 4.1. If considering 
the b u i l d i n g up of the company name into the memory of the targets, 
Specialty Advertising is the best among the three. However, one also 
has to consider the followings:-
1. W h e n one needs to convey more detailed product information to the 
target due to the nature of the product, Direct Mail and Fax 
Advertisement should be a better choice. Of the two, Direct Mail 
provides better effect than Fax Advertisement as concluded from our 
previous discussion. 
2. Of the three media, Fax Advertisement is of the lowest cost in 
general. 
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Rather than working individually, to achieve a good advertising effect, 
one can consider the combination of these media. For example, to add 
some Specialty Items with thoughtful link to the information would 
certainly increase penetration of the Direct Mailing. Similar can be 
done for Fax Advertisement. 
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CHAPTER V 
L I M I T A T I O N OF THE STUDY 
T h e r e are c e r t a i n limitations of this research in studying the effect of 
the S p e c i a l t y A d v e r t i s i n g on the Consumer Behaviour. 
1. Our m a i n p u r p o s e is to study the effect of the m e d i u m on changing the 
a t t i t u d e of the recipients. To do so, a more effective w a y should be 
as follows:-
a. Select a suitable company 
b. Study the attitude of the existing customers towards the company. 
c. U s e S p e c i a l t y A d v e r t i s i n g to advertise the company 
d. M e a s u r e the attitude of the customers after receiving the 
S p e c i a l t y Items. 
e. Compare the result and analysis 
H o w e v e r , due to limitation in resources, we adopt the present 
a p p r o a c h . That is, to measure the opinions and attitude of those who 
h a v e r e c e i v e d Specialty Items. 
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2. In a n a l y s i n g about the h y p o t h e s i s that Specialty A d v e r t i s i n g can 
b u i l d up goodwill, we found that there is no strong support. 
P a r t i c u l a r y for questions 16 and 17 w h i c h are m e a s u r i n g w h e t h e r the 
m e d i u m c a n induce favorable impression of the recipients to the 
c o m p a n y a n d the salesman, the result cannot show any support. 
H o w e v e r , this m a y be due to the p s y c h o l o g i c a l effect that people are 
r e l u c t a n t to admit that their attitude w i l l be changed due to some 
small adv a n t a g e . To h a v e clearer picture, we should measure the 
a t t i t u d e towards the company or salesman b e f o r e and after the receipt 
o f the S p e i c a l t y Items. 
G e n e r a l l y specking, no one w i l l have b a d feeling w h e n receiving some 
gifts p r o v i d i n g that this does not violate their company rule (some 
c o m p a n i e s h a v e strict rule that does n o t allow the employees to 
r e c e i v e gift) and this does not require something in return. 
T h e r e f o r e , the researcher still believes that the m e d i u m can be a 
e f f e c t i v e tool for b u i l d i n g up goodwill. However, this point m a y 
h a v e to be v e r i f i e d in another research. 
3. O u r sample size b y industry is not large enough. Otherwise, analysis 
c a n b e m a d e to see w h e t h e r there is any difference among different 
industries. 
42 
4. Also, due to the sample size, the standard deviation for questions 25 
to 27 for comparison with other media is quite high. This to a 
certain degree affects the accuracy of the result. 
5. The results for questions 11 has not been analysed because after 
studying the data, the researcher found that the question was not 
w e l l set. The respondents may have tried the product before 
receiving the Speicalty Items and this is difficult to differentiate 
from the data. 
6. The comparison of Specialty Advertising with other media is not 
detailed enough. Actually, this can be set up as another research 
issue to see h o w Specialty Advertising can combine effectively with 
other media. 
7. Personalisation is claimed to be one of the powerful point of the 
Specialty Advertising, this study has not spent much effort on this 
area. This can be a further research subject. 
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8. Specialty Advertising is often confused with premiums. However, an 
A d v e r t i s i n g Specialty is distributed without obligation while 
premiums require a purchase, deposit, or finacial contribution on the 
part of the recipient. That is, premiums are normally work as a 
sales promotion medium and quite often corporate with the mass media 
like T.V. , Newspaper and Magazine. How premium can work as a sales 




1. In choosing the advertisement media, the company should consider to 
w h i c h targets they are attacking and the purpose of their 
advertisement. To reach a wide base with large number of targets, 
mass media like T.V., Newspaper, Magazine and Radio will be the 
choices but it also depends on the nature of the products (some of 
the media is more for consumer product like T.V.) • Also, these mass 
media are particularly powerful in building up the company image. 
If the company has an identifiable target base and not too large in 
number, it is better to consider Specialty Advertising, Direct Mail 
and Fax Advertisement. 
In general, Specialty Advertising cannot work alone. It is a 
powerful tool to build up the company name into memory of the target 
but for conveyance of other information, the company needs other 
media. 
As a conclusion, the medium can corporate with other media and should 
concentrate on working as a 'medium of reminder‘. 
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2. It c a n b e c o n c l u d e d from our study that the m e d i u m is a suitable tool 
for e x p r e s s i n g thank y o u for patronage. The company should make good 
u s e of such m e d i u m to m a i n t a i n relationship w i t h the customers. 
3. In m a k i n g the m e d i u m an effective one, the advertiser has to pay 
a t t e n t i o n to the followings in m a k i n g the plan:-
a. The m e s s a g e to be c a r r i e d m u s t be short and strong. In most 
cases, only the company name and slogan is enough. The m a j o r 
e f f o r t is to m a k e the recipient rememeber the advertiser w h e n they 
n e e d its service or product. 
b. W h e n c h o o s i n g the Specialty Items, the followings should be taken 
into account:-
i. T a r g e t e d R e c i p i e n t 
As seen from our analysis, the v a l u e of the Specialty Item 
reflects to certain extent the degree of importance of the 
r e c i p i e n t to the advertiser. Therefore, the items to the 
b o s s m u s t be different from that to the secretary, etc. 
ii. U s e f u l n e s s 
iii. A t t r a c t i v e n e s s 
iv. Q u a l i t y 
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c. If the items are used as a thank you for patronage, this should be 
arranged as a regular event and cannot be stopped. Otherwise, 
there m a y have b a d influence on the impression of the recipients 
towards the advertiser. 
1 
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1 
Specialty Advertising is the advertising / sales promotion medium which 
utilises useful objects to carry the advertiser's name, address and 
advertising message to a target audience. These items, referred as 
Advertising Specialties (inany people call them the proinotional items or 
giveaway items), are distributed without obligation (free of charge) to 
clients； prospective clients, employees or other groups the advertiser 
seeks to reach the message. 
In the questionaire, we are referring the one giving advertising 
specialties to be the 'advertiser、 Some of the questions are 
requesting you to indicate your attitude towards the statement. There 
are 5 lines"and you just need to give a tick to the one best reflect 
your opinions. For your example, 
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Survery on Speciatly Advertising 
‘ i 
Section 1 
1. Did you receive any advertising specialty in the past 12 months? 
( ) Y e s 
( ) N o , Please go directly to Section 2 ‘ 
2. How many advertising specialties you have received in the past 12 
months? 
3. Please indicate the number of advertising specialty on your working 
desk or you are using personally? 
4 For thp items mentioned in Question 3, please indicate how many 
. i t e m s you have kept with you for over 3 months (you can indicate 
zero)？ 
5. Can YOU recall the advertiser of the items mentioned in Question 4? 
( ) N o 
( ) Y e s , Please specify 
Item Advertiser 
6. The advertising specialties yon have received are normally with 
imprint of the company logo? ： ；• •丨丨； 
(： ) Y e s 
( ： ) N o 
I 
/ 
• • . 丨 ！ ： . 
.‘ . t. I 
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7. Apart from the company logo, the advertising specialties you have ‘ 
received are usually with some slogans or tags? 
( ) Y e s 
( ) N o , Please go directly to Question 9, 
8. Can you recall any of the slogans or tags on the advertising 
specialties without referring to the items themselves? 
( ) Y e s , Please specify 
( ) N o . 
9. Please name the advertising specialties you received in the past 12 
months that are impressive to you? If none, please go directly to 
Question 11. 
Items Advertiser 
’ ， 1 0 . The reasons you think the items mentioned in Question 9 are 
impressive 
(You can tick more than one choices) 
( ) U s e f u l 
( ) Q u a l i t y 
( ) A t t r a c t i v e 
( ) U n i q u e design 
( ) M u l t i - f i i c t i o n . 
( ) P e r s o n a l i s e d (Specially made for the recipent) 
( ) S u b s t a n t i a l Value 
( ) O t h e r , please specify — 
11. Have you used the service or purchased product from the company 
• after receiving their advertising specialties? 
» 
( ) Y e s 
( ) N o 
12. The giving of advertising specialty by a company will induce you to 
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13. Suppose you are regularly using the service or product of a corripanv' 
and that company is continuously using advertising specialties, you 
will think it is an additional advantage of using their service or 
product 
Agree Disagree 
14. To choose among companies providing similar product or service, YPU 
will not consider the giving of advertising speicalty as a factor. 
Disagree Agree 
15. You will correlate the service or product of a company with the 
quality of their advertising specialties? 
Strongly Weakly 
16. You have favorable impression to those companies giving advertising 
，. specialties. 
Agree Disagree 
17. You will have more favorable impression to the salesman if they give 
you advertising specialty on their first sales call. 
Agree Disagree 
18. You think that giving specialities causes advertisers to raise the 
prices of the products and services they sell? » 
Disagree Agree 
19 You do not think the giving of advertising specialty at special 
• festival or year end is a suitable action to express thanks for 
support. 
Disagree Agree 
! ： 、 
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20. If a company used to give advertising specialties each year but has 
not given any last year, this will influence you impression to that 
company. 
Weakly Strongly 
21. The value of the advertising specialty reflect the degree of 
importance of your company to the advertiser to a certain extent, 
: Agtee Disagree 
22. The giving of advertising specialty reflects that the service or 
一 product of the advertiser is not competitive. 
Disagree Agree 
03 You will have more favorable impression to the company if they use 
\ advertising specialties instead of advertising in the following 
media:-
. Agree Disagree 
T.V. — — —— —— —— 
Radio —— —— —— —— 
Magazine —— —— —— —— 
Newspaper —— —— —— —— 
Direct Mail —— —— —— —— 
Fax Advertisement —— —— —— —— 
Yellow Pages —— —— —— —— 
94 You will have more confidence on the company/brand if they advertise 
u . in the following media instead of just giving advertising 
specialties.'' 
Agree Disagree 
T.V. — —— —— —— —— 
Radio —— —— —— 
Magazine —— —— —— 
Newspaper —— —— —— 
Direct Mail _ _ — —— —— 
Fax Advertisement —— —— —— —— 
Yellow Pages —— —— —— 




25. When you are sourcing offices, equipments or other office-related ‘ 
services, you vill rely on the following sources to obtain the 
suppliers‘ name (Please select your choices and rank them in 
descending order of importance, that is, ‘1‘ stands for most 
important), 
( ) T . V . 
( ) R a d i o 
( ) N e w s p a p e r 一 
( ) M a g a z i n e 
( ) Y e l l o w Pages 
( ) D i r e c t Mail 
( ) F a x Advertisement 
( i i Advertising Specialties received 
( ) O t h e r , Please specify 
26. When you are sourcing items for your own use (e.g. household 
product, personal it eras etc), you vill rely on the following sources 
to obtain the suppliers' name (Please select your choices and rank 
them in descending order of importance). 
( ) T . V . 
( ) R a d i o 
( ) N e w s p a p e r 
、’ （：）：Magazine 
( ) Y e l l o w Pages 
( ) D i r e c t Mail 
( , ) F a x Advertisement 
( ) A d v e r t i s i n g Specialties received 
( ) O t h e r , Please specify 
27. When you look for more detailed product/service information, you 
“ . w i l l prefer the following sources (please select your choices and 
rank them in descending order of importance) 
( ) N e w s p a p e r 
( ) M a g a z i n e 
( ) D i r e c t Mail 
{ 1) Fax Advertisement 
(： ) S a l e s presentation by Salesman 
( b Other, Please specify — 
_ I I I 
I 





1. What is your age? • 
1 
( ) 4 5 and above 
( ) 3 5 to 44 
( ) 2 5 to 34 
( ) U n d e r 25 
2. Your sex? 
( ) M a l e 一 
( ) F e m a l e 
3• Are you 
( ) C h i n e s e 
( ) N o n - C h i n e s e 
4. Your education level 
( ) T e r t i a r y Education or above 
( ) S e c o n d a r y Education or Matriculated 
( ) S o m e Secondary Education 
( ) P r i m a r y Education or below 
5. What is your occupation? 
( ) C h a i r m a n / Director / President / CEO / Owner 
{ ) Executive / Manager 
( ) P r o f e s s i o n a l 
( ) S e c r e t a r y 
( ) C l e r i c a l 
6. What are your job duties? 
( ) O v e r a l l Management 
( ) S a l e s and Marketing ‘ 
( ) F i n a n c e and Accounting 
( ) P u r c h a s i n g 
( ) O f f i c e Administration 
( ) S e c r e t a r i a l 
( ) C l e r i c a l • • 
7. Please specify the industry / commercial field you are working in? 
8. Does your company use advertising specialty? 
( ) Y e s 
( ) N o 
‘i ‘ ： : ：‘ 、 • 
——End of Questionaire, Thank You 
！ . ... ： y-i ； , 
“》.._. . i 
； ^ ^  ： i 
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THE CHINESE UNIVERSITY OF HOWG KOWG 杏 港 中 文 大 學 
： 609 6000 TELnGRAM • SINOVI-RSITY .,,,,,,..六(）'1-'.“、（、（‘ 
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X 商 管 现 院 硕 士 課 祝 
MBA Programmes TOI. GOO 7783 
； F a c u l t y of Business Administration 722 5808 (Town centre) 
•i • i r “ ：： ‘ 
».•,,} J.. 1 I ； -
::丨镇生硕±企剡/]1-丨 
I •！ Siudent M D A Projects : • • i ••； • I i • '1：'; •. • i : ； ； 「：....： • • I 
I • . , • ； 
.I . ； ；; I j 
10 Fel) 1992 
• CCJ , 
Dear Sir/Madam, 
Each year, students in the Master of Business Aclndiu.^：tra.fion Prograiame 
of the Chinese University of Hong Kong are required to carry out :: 
research projects in order to comploto their degroo. 丨 
This is to confirm that Ling Sau Shan -- sUidei.t of the 3-Yoar Master of ； 
Business Administration program, intends to undertake a questionaire j 
survey on 'The Effect of: Specialty Advertising or. Consumer Behavioiu . | 
I e a m e s t l y request your co-operation ami help by coir.ploting the 丨 
attached questionaire. ; 
Once Igain, I thank you in advance for your kind co-operation to make I 
the student's project viable. 
Yours faithfully, 
... J^ / , 
Mr “ Stella So 
Lecturer, MBA Division 
The Chinese University of: Hong Kong 
L - . 
f • 
r « 
1 、 • . i .； • - • { 
1 • 
1 ‘ . 
I 
i . : 
:I : ^ ： ,’“， ：丨：.： ...丨 
•： •‘ ： 
1 . 
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i ^ P A P P E N D I X 3 
^ ^ ^ ^ THE CHINESE UNIVERSITY OF HONG KONG 香 港 中 文 大 學 
S H A T I N . N T . H O N G K O N G . T E L _ : = g • T-U^t^oic^ 丨二『IS . 们 M 界 沙 ⑴ . 站 ： ： ： : ； : g ^ ^ 
609 7000 FAX • (852) 603 5544 '山几 L U U 
工商管理學院硕士課程 
MB A Programmes Tel. 609 7783 
Faculty of Business Administration 722 5808 (Town centre) 
學生頓士企劃用签 ‘ 
：Student M B A Projects 
9 Feb 1992 
• • ‘ , • • , j 
Dear Sir/Madam, ! 
• I、.’, 
I am pleased to inform you that you have been selected to participate in 
the research survey for my final year 'project. The objective is to 丨 
study 'The Effect of Specialty Advertising on Consumer Behaviour'. 
一 • •‘ t 
Please be assured that the attached questionaire is very easy to ansver I 
and it only takes around 10 to 15 minutes. I sincerely asked your kind j 
co-operation to complete the attachinent and return as soon as possible 
by the self-addressed envelop provided. Needless to say, your help will f 
be a vital contribution for the completion of rny degree. i 
For your information, all .your answer will be kept in strict | 
confidence and only be statistically analysed together with data from 
other completed questionaires. 
Thank you for your kind assistance in advance. 
，，Youp^'-tari^ully, 
Ling^Jtrtl Shall, Samuel 
Student of 3-Years MBA Program, 
The Chinese University of Hong Kong. 
• I 
I 
• I i 
i 
• ; ！ 
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A P P E N D I X 25 ： 
Recipient Recall of the Advertiser 
Table 3.1 
Questions Qty % 
2. Ave. no. of Advertising Specialties received 15 
in past 12 months 
3. Respondents that have advertising specialties 94 89 
on working desk or kept personally 
3. Ave. no. of Advertising Specialties kept on 4 
working desk or personally 
4. Respondents that have advertising specialties 91 86 
kept for more than 3 months 
4. Ave. no. of Advertising Specialties kept for 3 
more than 3 months 
5. Respondent that can recall the advertiser 77 82 
the items they have kept for over 3 months 
6. Respondents that have received advertising 51 48 
specialties with advertising message 
8. Respondents that can recall the 12 24 
advertising message 
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A P P E N D I X 5 
RECIPIENT RECALL OF THE ADVERTISER 
FIGURE 3 .1 .1 
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YES NO 
、 RECALL OF ADVERTISING MESSAGE 
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A P P E N D I X 25 ： 
Building UP of Reciprocity 
Table 3.2 
Agree Disagree 
Questions 2 1 0 -1 -2 
12. The giving of Advertising Specialty by a company 13 29 26 16 16 
will induce you to consider their product or service 
13. Suppose you are regularly using the service or product 16 26 16 16 25 
of a company and that company is continuously using 
Advertising Specialties, you wiII think it is an 
additional advantage of using their service or product 
Disagree Agree 
14. To choose among companies providing similar product 44 13 17 18 7 
or service, you will not consider the giving of 
Advertising Specialty as a factor 
Average Value of Frequency of Response 24.3 22.7 19.7 16.7 16.0 
Total Frequency of Response on Two Sides of 47.0 52.7 
the Scale 
Remark : 1. The scale is designed in the way that the positive value 
supports the hypothesis. 
2. The value of frequency stated above is the percentage of 
59 
A P P E N D I X 7 
BUILDING UP OF RECIPROCITY 
FIGURE 3 .2 
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A P P E N D I X 25 ： 
BuiIdinq UP of Goodwill 
Table 3.3 
Agree Disagree 
Questions 2 1 0 - 1 - 2 
16. You have favorable impression to those companies 9 30 25 16 20 
giving Advertising Specialties 
17. You will have more favorable impression to the 17 23 16 22 21 
salesman if they give you Advertising Specialty on 
their first sales call 
Diagree Agree 
19. You do not think the giving of Advertising Specialty 36 30 12 10 13 
at special festival or year end is a suitable action 
to express thanks for support 
Ave, Frequency of Response 20.7 27.7 17.7 16.0 18.0 
Total Frequency of Response on Two Sides of the Scale 48.3 34.0 
Remark : The value of frequency stated above is the percentage of respondents that chose that scale. 
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A P P E N D I X 9 
BUILDING UP OF GOODWILL (OVERALL) 
FIGURE 3 .3 .1 
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A P P E N D I X 25 ： 
BuiIdi'ng UP of GoodwiII 
Table 3.4 
Questions Disagree Agree 
18. You think that giving specialties causes advertisers 26 14 17 27 16 
to raise the prices of the products and services they 
sell 
22. The giving of Advertising Specialty reflects that 55 30 11 2 2 
the service or product of the advertiser is not 
competitive 
Ave, Frequency of Response 40.5 22 U K.5 9 
Total Frequency of Response on Two Sides of the Scale 62.5 23.5 
Remark : The value of frequency stated above is the percentage of respondents that chose that scale 
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A P P E N D I X 25 ： 




2 1 0 - 1 - 2 
23 You will have more favorable impression to the 
company if they use Advertising Specialties 
instead of advertising in the following media 
T.V. 13 9 20 16 43 
Radio 16 25 22 13 25 
Magazine ” 18 26 18 27 
Newspaper 20 17 20 29 
Direct Mail 24 19 22 11 25 
Fax Advertisement 35 20 15 8 22 
Yellow Pages 33 20 13 11 23 
Remark : The value stated above is the percentage of the respondents that chose that scale 
I 备 港 中 文 ； f c 學 園 書 狩 敝 翥 
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A P P E N D I X 25 ： 




2 1 0 - 1 - 2 
24 You wiII have more confidence on the company/ 
brand if they advertise in the following media 
instead of just giving advertising specialties 
T.V. 12 9 9 29 40 
Radio 18 21 17 26 17 
Magazine 10 11 18 38 23 
Newspaper ” ” 21 30 26 
Direct Mail 18 17 29 18 18 
Fax Advertisement 41 25 18 11 4 
Yellow Pages 31 27 21 11 11 
Remark : The value stated above is the percentage of the respondents that chose that scale 
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A P P E N D I X 13 
COMPARISON WITH T.V. (Q. 2 3 ) 
FIGURE 3 . 5 . 1 
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. A P P E N D I X 15 
； ‘Ni COMPARISON WITH MAGAZINE (Q. 2 3 ) 
• FIGURE 3 . 5 . 3 
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A P P E N D I X 16 
：」： COMPARISON WITH NEWSPAPER (Q. 2 3 ) 
FIGURE 3 . 5 . 4 
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： 丨 A P P E N D I X 17 
‘ ‘ I 
丨： COMPARISON WITH DIRECT MAIL (Q. 2 3 ) 
FIGURE 3 . 5 . 5 
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A P P E N D I X 18 
COMPARISON WITH FAX AD. (Q. 2 5 ) 
FIGURE 3 .5 .5 
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A P P E N D I X 25 ： 
• • i ： _ 
COMPARISON WITH YELLOW PAGES (Q. 25 ) 
FIGURE 3 . 5 . 7 
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A P P E N D I X 25 ： 
Comparison with Other Media 
Table 3.7 
Question T.V. Radio Newspaper Magazine Yellow Direct Fax Ad. Referral 
Pages Mail Ad. Specialties 
25 Rank of Choice for sourcing 5 7 3 3 5 5 7 6 7 
office equipments or other (3) (2.0) (2.0) (2.0) (2.8) (2.6) (2.0) (2.6) (3.3) 
office-related services 
26 Rank of Choice for sourcing 4 6 3 3 6 5 7 6 7 
items for own use (e.g. (2.6) (2.2) (1.7) (2.2) (2.6) (2.2) (1.7) (2.4) (3.3) 
household products, personal 
items, etc) 
Newspaper Magazine Direct Fax Sales Referral 
Mail Ad. Presentation 
27. Rank of Choice for looking for 4 3 3 5 2 5 
more detailed product/service (1.4) (1.4) (1.7) (1.0) (1.4) (1.7〉 
information 
Remark ： 1. In our analysis, we have asked the respondents to rank the choices from 1 to 9 from questions 24 and 25 
and from 1 to 6 for question 26. The above numbers are the average of the ranking 
by the respondents 
2. The numbers represent the average ranking while the number in the bracket 
represents the standard deviation of the data 
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COMPARISON WITH DIFFERENT MEDIA ( Q . 2 5 ) 
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REMARK ： I n t h e a b o v e d i a g r a m s , t h e s m a l l e r n u m b e r i n r a n k i n g 
r e f e r s to m o r e i m p o r t a n t in t h e r a n k i n g 
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A P P E N D I X 22 
COMPARISON WITH DIFFERENT MEDIA (Q.27) 
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A P P E N D I X 25 ： 
Points to be noted in using Specialty Advertising 
Table 3.8 Strongly Weakly 
Questions 2 1 0 - 1 - 2 
15 You will correlate the service or product of a 10 27 25 U 24 
company with the quality of their Advertising 
Specialties 
20 If a company used to give Advertising Specialties 5 18 28 25 25 
each year but has not given any last year, this will 
influence your impression to that company. 
Agree Disagree 
21 The value of the Advertising Specialty reflects the 22 37 14 8 19 
degree of importance of your company to the 
advertiser to a certain extent 
Remark : The value stated above is the percentage of the respondents that chose that scale. 
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A P P E N D I X 25 ： 
Demographic Characteristics of the Respondents 
Table 3.9 
1. What is your age? Frequency of Response 
45 and above 19 
35 to 44 36 
25 to 34 41 
Under 25 5 
2. Your sex? 
Male 60 
Female 40 
3. Are you 
Chinese 78 
Non-Chinese 22 
A. Your education level 
Tertiary Education or above 69 
Secondary Education or Matriculated 31 
Some Secondary Education 
Primary Education or below 






6. What are your job duties? 
Overall Management 29 
Sales and Marketing 41 
Finance and Accounting 4 
Purchasing 13 





Demographic Characteristics of the Respondents 
7. Please specify the industry / conmercial field you arfe working in? 
Airline 9 
Computer 13 
Arthitects, Designers and Engineers 8 
Travel Agent 16 
Hotel 18 
Banking and Finance 5 
Trading 5 
Other 26 
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BUILDING UP OF FAVOURABLE IMPRESSION 
R E M A R K ： 1. T h e X - a x i s is s h o w i n g t h e w e i g h t e d a v e r a g e o f t h e 
r e s u l t f o r q u e s t i o n 2 3 . ( t h a t i s , w e i g h t e d a v e r a g e 
o f t h e f r e q u e n c y o f r e s p o n s e f o r e a c h o f t h e 5 - p o i n t s 
s c a l e w h e n t a k i n g i n t o c o n s i d e r a t i o n t h a t f r o m l e f t to 
r i g h t o f t h e s c a l e , t h e v a l u e o f e a c h c h o i c e i s - 2 , -1， 
0， 1 a n d 2 r e s p e c t i v e l y ) . 
F o r c o m p a r i s o n p u r p o s e , S p e c i a l t y A d v e r t i s i n g is s e t at 
0 a t t h e X - a x i s . T h e m e d i u m o n t h e n e g a t i v e s i d e o f 
t h e X - a x i s h a s a s t r o n g e r e f f e c t t h a n S p e c i a l t y A d v e r t i s i n g 
i n c r e a t i n g f a v o u r a b l e i m p r e s s i o n o f t h e c o m p a n y o n t h e 
r e c i p i e n t w h i l e t h a t o n t h e p o s i t i v e s i d e h a s a w e a k e r 
e f f e c t . 
1 
i ‘ 2. T h e Y - a x i s is t h e a v e r a g e r a n k i n g o f t h e m e d i a f o r 
q u e s t i o n s 25 a n d 2 6 . T h e s m a l l e r t h e n u m b e r , the m o r e 
i m p o r t a n t i n t h e r a n k i n g . 
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